Introduction
Corporations are increasingly being held responsible for the social impact of their organizational priorities. The demand for corporate social responsibility (CSR) has become ubiquitous: ''CSR has emerged as an inescapable priority for business leaders in every country'' and business is challenged to apply ''its considerable resources, expertise, and insights to activities that benefit society'' (Porter and Kramer, 2006, pp. 78, 80) . CSR initiatives are frequently realized through involvement with nonprofit organizations. Volunteers are a crucial resource for many nonprofit organizations. Canada, for example, has over 160,000 nonprofit organizations and charities; over half of which (54%) rely solely on volunteers to fulfill their missions. Recruitment and retention of volunteers is a major challenge for nonprofit organizations (Hall et al., 2005) . Companies, while simultaneously responding to the expectation for CSR, may offer a means of addressing nonprofits' need for volunteers through the company supported employee volunteerism (CSEV).
CSEV can bring valuable involvement and exposure to causes and provides the volunteer labor that nonprofit organizations desperately need. It can also be an element of the CSR profile of a company, while providing the company's employees with important skills and enrichment of their professional lives. The community benefits as well, from the greater reach afforded causes by the additional help they receive from volunteers. As such, CSEV has the potential to offer wide-reaching benefits to multiple stakeholders.
The present research utilizes a large, nationally representative and size-stratified sample of companies in Canada to explicate CSEV prevalence and implementation patterns. Little up-to-date research exists on CSEV, so company and nonprofit managers wishing to implement CSEV may be unaware of the practices used by others; this study provides insights into approaches they might consider adopting for their own use. The findings are placed within the contextual framework of Porter and Kramer's (2006) model of corporate social responsibility, providing a useful tool for interpreting CSEV behaviors.
Company support for employee volunteerism
Company support for employee volunteerism (CSEV) has a long history. Union Planters National Bank in the USA reports support for employee volunteerism dating back to the early 1900s (Filipowski, 1993) . These programs began gaining public attention in the mid 1980s (Filipowski, 1993) . By the mid 1990s, 1,200 companies were members of the National Council on Corporate Volunteerism in the US (Romano, 1994) .
In the US, relatively strong support for employee volunteering is evident. Among the largest US companies, one large-scale study (n = 1,800) revealed that one-third use company volunteer programs as a part of their strategy (Wild, 1993) . Among companies in the Points of Light Foundation, 78% incorporated volunteering in their overall business plan in 1999, compared to only 19% in 1991 (Points of Light Foundation, 2002).
Addressing CSEV from an employee perspective, a recent Canadian survey found that more than half of the respondents received some form of nonmonetary support from their employer for their volunteering efforts, such as work schedule adjustment and access to company resources (Hall et al., 2006) . The study, though current and drawing on a very large sample (over 20,000), does not provide a company perspective or provide data on companies' actual behavior.
Although several Canadian studies assess CSEV from a company perspective, reporting support for employee-initiated personal time volunteerism, these studies are either dated (Hart, 1986) or rely on small samples (Hatton, 2000; Rostami and Hall, 1996) , or both (Board of Trade of Toronto, 1985) . A few qualitative and case studies have also offered valuable insights (e.g., Peloza and Hassay, 2006; Rog et al., 2004 ), but they do not provide a comprehensive overview. The large-scale quantitative research is very dated, and more recent quantitative research was not conducted on a national scale. A national study regarding company support for employee volunteering was needed to identify the extent to which CSEV occurs in Canada, and the forms that it takes.
CSEV as a CSR initiative
This study positions CSEV as a CSR initiative and builds on Porter and Kramer's (2006) framework to differentiate between Strategic and Responsive applications of CSEV. The descriptive study that follows illustrate how CSEV initiatives in Canadian companies model this framework.
Responsive and strategic CSR
Porter and Kramer (2006) advocate the integration of business priorities with social goals. Their model differentiates between two broad categories of CSR, Responsive and Strategic, based on three different dimensions of social issues relevant for CSR engagement: generic, value chain, and competitive context (see Figure 1) . Responsive CSR focuses on generic social issues as part of the firms' corporate citizenship behaviors, or on remedying negative impact from firms' business value chain operations. Strategic CSR sees the firm responding to social issues related to the advancement of its value chain 
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